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ABSTRACT 


Advertisements have played important role in promoting stereotypes alongside products and services. But in changing times, there are brands which are coming up 
with new ways to boost their sales by defying these stereotypes. Thus, it comes as quite an inspirational change when you get to see women's role being shared by the 
men on screen, or for that matter, audiences are being forced to look at the women's role in a completely novel way. The TV commercials are not only informing the 
audience about the products, but are also educating the audience about changing dynamics of new societal change. The present study aims to analyse Indian 
advertisements coming up with relevant issues and showing them in a new light such as gender equality, discrimination at workplace, dowry, independent and of 
course, the age old tradition of seeing women doing household chores. The study will be significant in exploring how contemporary advertisements are making efforts 


to defy stereotypes and focus on gender equality based portrayal of women. 
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INTRODUCTION: 

Advertising plays a crucial role in shaping the attitude and behaviour of society 
towards woman. For decades, advertisers are presenting women in their adver- 
tisements to generate more revenue. Women’s role is often associated with dif- 
ferent stereotypes by advertisers. In every form of media, women are portrayed 
by advertisers as just housewives - taking care of domestic chores, sex objects, 
dependent etc. The role portrayed by women in different forms of media, be it 
TV, Print or advertisements has been fit in the age-old traditions of gender stereo- 
types existing in the society since time immemorial. 


The world is changing and so are consumers, meaning that brands have to remain 
relevant so as to win market share. Breaking gender stereotypes can prove to be a 
win for brands; but market’s culture also plays a huge role in determining the suc- 
cess of the product. 


Portraying evolving gender roles pertinently has always been a tough nut to crack 
for Indian advertising. Not very long ago, insurance companies sold policies for 
son's education and daughter's wedding, and jewellers pitched their products pri- 
marily for the brides-to-be. In advertisements, woman would always be focussed 
as mom, daughter, wife and sister, a sheer reflection of how society viewed her. 


More often than not women have been depicted in the usual stereotypical roles 
over the years. However, with the changing times there has been a substantial 
shift in the multiple roles juggled by women. The modern day woman is self- 
reliant and liberated. 


As consumer tastes change and stereotypes are redefined, this makes sense for 
brands. There are also new market segments opening up, with men, for instance, 
taking many on many more roles that have traditionally been seen as those for 
women. Advertisements concerning gender issues have been increasingly popu- 
lar, talking about gender equality, stereotypes and female empowerment 
(Schultz, 2017). 


Many companies have already begun to recognize that ensuring women’s 
empowerment and gender equality is not a generous initiative, but integral to 
organizational culture, good economics and accountability. Women and children 
are also consumers, so empowered women equates to empowered consumers. 
It’s sensible for business to invest in the markets. Companies are interested in 
women’s empowerment because it has progressive financial returns. A common 
thought was that empowerment starts in the family and the society so the compa- 
nies will have to look at the social. 


Stereotypes in Advertising Context: 

Stereotypes are generally observations and assumptions about a person which 
can be either positive or negative that rarely communicate precise information 
about others. Studies on stereotyping of women in media revealed that various 
categories: women portrayed at home and with family, women and occupation, 
women and their age, women and their physical appearance, women as product 
representatives, women are represented as as housewives taking care of domestic 
chores, dependent, stupid etc. These stereotypes create a negative impact as it 
leads to forming notions about women that degrade them. Advertisements broad- 


casted in various forms of media showcase women’s body, it can be justified only 
if the product advertise demands it, but in products like cars, deodorants, shaving 
products etc where there is no sense of using them, women are simply being used 
as an objects to promote a brand. 


Similarly in some food brands are also use seductive image of women as if the 
food has something to do with sex. Women across globe are not only housewives, 
many women are working too. These days we can see women are outperforming 
men in every field, whether it is a corporate, sports, television industry, education 
sector, aviation sector and so on. But some advertisers are still depicting women 
in selected negative roles only. Advertisements of products like soap, detergent, 
toilet tissue and child care items depict the women as having the ultimate respon- 
sibility for making the buying decisions for these products which is not true. 
Women are also presented in advertisements as sex objects. 


Advertising and Gender: 

Gender has an important role to play in modern Advertising (Jhally, 1987, p.135). 
It describes not only the socially constructed disparity between men and women, 
but also the stereotypes of masculinity and femininity (Dominelli, 2007, p. 29). 
They were most often portrayed in home settings and for household products 
(Dominick & Rauch, 1972). After the industrialization as women started to work 
in increasing number, the gender role portrayals in advertisements have changed 
according to the changing roles of women in society. The image of the ideal 
woman began to be transformed. Women in advertisements became central char- 
acters and were portrayed as working outside the home, in nontraditional, pro- 
gressive occupation (Belknap & Leonard, 1991). Sullivan and O'Connor (1988) 
claimed that reduction in the portrayal of women in traditional homemaker and 
mother roles, there has been a 60% increase in the decorative role of women in 
advertisements. With the passage of time, the role of Indian women in advertise- 
ments has also witnessed a transformation in accord with the changing roles of 
women in society (Sukumar & Venkatesh, 2011) 


Gender role portrayal in advertisements: 

Advertisements have portrayed gender in distinct and predictable stereotypes. 
According to Goffman (1979, p. 8) gender representations in advertising reflect 
“fundamental features of the social structure,” such as values, beliefs, or norms. 
Advertisements are the reflection of the gender equation of a particular society. 


Munshi (1998) finds that in India though women are portrayed as liberated, but at 
the same time, they are traditional. They still have the household responsibility of 
nurturing and caring for others. She described this as an indigenously developed 
sense of modernity with corresponding notions of the ‘New Indian Women’. 
Wolf (2002) claims that, the notions of gender equality in the Indian context have 
evolved very differently in comparison to western nations. Equality is seen in 
India not in individual-centered but in family-centered ways. She further adds 
that claims to equality do not negate women having value roles in the home or 
prizing family above all. After globalization, though in India, the consumer cul- 
ture and materialism have become more evident; the image of the Indian women 
— the self-sacrificing husband worshipper whose single purpose in life is to make 
her husband and family happy has changed (Adhikari, 2014). 
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Tough Indians are becoming modernized and embracing the western values, they 
still have believe on to some of their traditions (Overgaard, 2010). 


In contemporary advertisements, though small in number, women are shown in 
professional roles, making decisions on items and topics other than household, 
hygiene or beauty products, and sometimes they are portrayed as autonomous 
and equal to their male counterparts. Though stereotypical role is still there, they 
are shown in more sophisticated manner (MacKay & Covell,1997; Sukumar & 
Venkatesh, 2011). Advertisements have started portraying women in enlightened 
and empowered role; sometime portrayed in better position with better decision 
making abilities in contrast to their male counterparts. 


RESEARCH METHODOLOGY: 

In current study, changing image of women in advertisements with time is stud- 
ied with a glimpse of advertisements which have portrayed women positively 
and vividly. Analysis of three advertisements 1s done in order to illustrate the vari- 
ation of gender portrayal. Each was selected to provide an example of how 
women are portrayed to themselves and to the other sex. Analysis of these adver- 
tisements will help us in understanding the changing dynamics of women por- 
trayal. 


Advertisement 1: Whisper’s ‘Touch the Pickle Jar’ 

Menstruation has always been offensive with a load of superstitions attached to 
it. Banking on the age-old Indian norm that pickles are off limits to a woman who 
is menstruating, Whisper outright defies this with ‘Touch the Pickle Jar.’. It tries 
to break off from all the norms that restrain women from going about their daily 
routines when they are on their period. This ad has triggered a huge response 
from its viewers. According to AdAge, 2.9 million women pledged to go against 
the odds and “touch the pickle jar.” It also emboldened the dialogue around 
taboos surrounding menstruation. This impactful ad targets on evicting age-old 
menstruation taboos. It shows how the idea of shunning period-related taboos 
and leading a normal life during periods should be promoted amongst women of 
all ages. 


Advertisement 2: Tanishq 

This jewellery house has come a long way from the conventional daughter's wed- 
ding. Advertisement began as a conventional jewellery ad, where the typical 
Indian bride — beautiful, but anxious — is seen sitting before a mirror, dressing up 
for her wedding. Their ad shows a single mother get into wedlock even as her 
daughter watches. Both the women sport the company's products but the trans- 
formation in thought shows. While the bride gets her daughter to the mandap, the 
groom picks up the little one and carries her along while taking wedding vows 
with the mother. Reluctant to follow to norms laid down by society, it was 
Tanishq that introduced the most telling advertisement, challenging the taboos 
associated with women and remarriage. As the story unfolds, a young girl (the 
viewer assumes that she could probably be the bride’s niece), enters the frame 
and interacts with the bride. As we journey with the central character, however, 
we soon realise that the girl is the bride’s daughter, and this wedding is in fact, the 
protagonist’s second marriage. The advertisement created quite a stir impressing 
many for its subtle, but progressive, barrier-breaking message. 


Advertisement 3: Ariel’s Share The Load 

In Ariel’s Share The Load, a father watches his daughter balancing work and 
household responsibilities, without help from her husband. This leads him to 
think about the example he set for her. In an attempt to bring about positive 
change, he agrees to share laundry duties with his wife. Perhaps this ad would 
encourage a great deal more self-reflection. Ariel's new campaign is an attempt to 
highlight the fact that while women may be making great leaps in her profes- 
sional life, in her own house she is probably doing just the same amount of work 
she did before. "Share the load" is a call to action for people, men in particular, to 
share the burden of household chores with their beloved. 


CONCLUSION: 

Advertising that breaks away from traditional gender stereotypes are emerging 
as a Strong move in making consumers feel good about a brand. “The representa- 
tion of gender is advertising needs to move on from a focus on ‘objectifying 
women’ to thinking about people as a whole” (Chahal, 2016, para. 1). Endeavour 
to break stereotypes of women might bring about forming stereotypes of men 
(Chahal, 2016). It is thus vital for brands to take responsibility for the messages 
that they are conveying to consumers. As women are learning to assert them- 
selves and increase their purchasing power, brands are realising that they can no 
longer confine their advertising ideas to the prevalent stereotypes. Despite shift 
taking place in this scenario, the challenge of stereotypes 1s still firmly rooted in 
the majority of advertisements. 
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